e

critical3
marketing

Get focused. Drive revenue.
-
l |

Marketing Technology to Financial Institutions —
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m What we see working today.
m Social media — what'’s the key to getting a ROI?
m Panel discussion.
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Know your audience.

What s to
Voice of the customer Urgent needs 3 of at s xop

\What's top of mmd £ \loice of the
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NOW your audience.

Community Bank CEO Major Concerns for 2012
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Growing Fee Income -|
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Credit Quality/Problem Loans -l
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Source: Insights Into 2012 Survey, Abound Resources, Inc. !ﬂ
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Are you marketing
your solutions to these
needs?
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hat’s the best way
to today’s
banking executives?
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The approach is critical.

« On-on-one Conversations

» Define Clear Objectives |
e Customer Focused |

« Skills to Conduct Open
Conversations

e

critical3

Get focused. Drive revenue. marketing




!OW !I! you |II’Si |earn a!oul us l

r N 4 _ ™
Peer Webinars

Referrals S
Cold Call

(Workshops /
Speaking
Sessions

Conferences

e

critical3

Get focused. Drive revenue. marketing



communicate with you?

Best Ways to Communicate
« Word of mouth

“If a banker tells me about it,
that says a lot.”
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\/oice Of the customer.
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Best Ways to Communicate
« Word of mouth
« Face-to-face (conferences, peer groups, etc.)

“It's always better to personally see the product
or hear firsthand from the company.”
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VVolice O e customer.
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Best Ways to Communicate
« Word of mouth
» Face-to-face — conferences and peer groups
« Email/direct mall

“If | open the maill, it needs to get my
attention in 5 seconds or it goes in the trash.”
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\VVoice of the customer.
Best Ways to Communicate I
« Word of mouth
» Face-to-face — conferences and peer groups

« Email/direct mail — but you have to get my
attention quickly
« Endorsements

“It gives me piece of mind and we don’t have the
resources to do the due diligence ourselves.”
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Voice of the customer.

Best Ways to Communicate
* Word of mouth
« Face-to-face — conferences and peer groups

« Email/direct mail — but you have to get my
attention quickly

* Endorsements
 Online events

~

‘| don’t have a lot time, so | only attend
webinars on topics that grab my attention.’, "
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What we see working today.

Basics Sing Referrals & contentis king
_Contentis King 2 042 e;ila
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Content Marketing is a
big word
in 2012.
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Ingreglents Ol SUCCESSlU| content.

 Engage and Inform vs. Interrupt & Sell

It's Should be About Quality NOT Quantity
Speaks Directly to an Urgent Need

Gets to the Point (quickly!)

Useful and Practical
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ontent strategy - repurpose.

Survey
Results

Recording
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O what content has been popular:

By Purchase Volume

Source: cbanc Network 2012
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cbanc Network — Top 10.

1.

© © N o g k~ WD

=
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FFIEC Authentication Risk Assessment / Training Packets /
Project Plan

Sample Customer Security Message for new FFIEC Guidance
Mobile Banking Risk Assessment
Fair Lending Risk Assessment
E-banking risk assessment
Remote Deposit Capture Customer Eligibility Form
ACH Risk Assessment
UDAAP Policy
Online Account Opening Risk Assessment
Vendor Management Policy with Due Diligence Forms
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O Wnat conten

Allowance for Loan and
Lease Losses (ALLL)
Best Practices

Fresh
Perspective,

AHEAD \'L
WebEquity <

solutions”

Q&A

comg y Webinar for ¢ ity banks on best practices in
FECON O exColiont QUESHIONS On INe 10RIC from oW audience. and our sOowkers

. A = or your benefit. For a recording of the Ave Webinar and/or @ copy of the
Information Security and Data Privacy Program tysciut " dar

Exam/Audit Readiness Checklist

Un FAS 5 Matrix?

dedt i your FAS § calculation incluce: current loan portfolo dats (can be mported
AN a3 0ring weighted historical 10ss results; and delberately assessing and
il factors by ioan sepment to adjust the analysis from its historical lmitations 1o &

Make certain your organization is ready
for your next Exam or Audit.

Armed with Information Security Knowledge
forin for our FAS § calcuk ?

aignmant with reguiator expectations. you wil need to efficiently oroduce Natoricl

101 ADOFODNBIE FIIEVANCS 1O yOUr Curment SRLMION for your FAS 5 analyus.

0 Institution's atility 10 Semonstrate a clearty defined, consatent method for

OCUMELMION of Managerisl GCHION M rEoming 1ooks 10 SUPDOr your DIocess

The key Is to ensure that you have a comprehensive Information Security and Data Privacy Program in place and it s
current, then you should be in good shape. The following checklist provides a practical tool which will help make certain
you have addressed the "HOT" Exam/Audit areas of focus for this year.

g for peak foss years within the average?
INto the WebE guity solution is to supgiement the most likely koss expectations

indicate If you have completed these cntical steps.

@08 ICBA Recommended SBA Lending Services Provider
< > ||+ bmhtp:/www. loan-yield-calculator.php . ¢ |(Q- Google )

n
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& ‘é i Our Services

De » Services Overview
. SBA Loan Yield Calculator
| » Why SBA Lending

>y

i/ g]

En
» Loan Consulting & Packaging
Ce » Loan Closing Services Rate 00 %) Loan Amount )
o ™ Calculate Your
» Securitization & Sale Term (vrs) Sale Premium 11000 (%) Earnings!
Pr » Servicing & Portfolio See how much non-interest
| Management Bank Costof Funds (%) fee income you can gain.
— » SBA Loan Yield Calculator Enter your SBA loan information.
Guaran %) - :
aizid 6 ‘We'll provide the estimate.
Ifyi
Contact us about starting or
plei expanding a successful SBA

lending function. 800.340.7304

©2012 Holtmeyer & Monson ContactUs | Privacy Policy | SitsMap | 800.340.7304
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as been popular”

MONTHLY PERFORMANCE TIPS FOR BANKERS

> CEO’s Message
A Simpler Approach To Effective Budgeting

We ity banking i . We hear it every day. And | think we
«can all agree that the skill level of the average community banker is going to be a lot
higher in three or four years. Ifs got to be — as a matter of survival. Which means we
can't afford to be sitting idle right now.

So how do we start thinking like the banker of the future? Start by taking on the budgeting
and forecasting process. | know, this can be  real monster. But there are tools you can
use 1o make the challenge a lot less ferocious

White Paper

Five Steps to
Improving
Branch Profitability:

Getting Focused
on the RightThings

fiserv.

#T hinkbank::...

']
BankersDashhoard'

August 2012

In This Issue

> CEOQ' Message

> Spotiight

>Community Dialogue
>Think About It
>2012/2013 FOMC Calendar
> Events to Note

TP ommend...
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What programs are
working and
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aking the basics sing.
m Webinars
] Are you forecasting often enough?
* Focused topics perform Examiners want to know.
beSt March 2012
« Educational vs. sales N\
demo . s

BankersDashhoard (=

Strong call-to-action

Diligent follow-up and
accountability
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Making the basics sing.

m Email Marketing
« Content driven
 Events
« One call-to-action
« Diligent follow-up and accountability

[Email Campaign [ Content Type [ Downloads

Commercial Lender Exam Checklist Checklist 663
RE Valuations Q&A 599
ALLL Q&A 463
FFIEC Authentication Guidelines Worksheet 364 !ﬂ
LAY
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ing the basics sing.

m Direct Mall
 Personalized data
e Creative dimensional

mailings work when highly
targeted

« Always integrated with
outbound calling

Get focused. Drive revenue.

= fiserv.

March 4, 2009

Cecil Batchelor

Chairman

CB&S Bank, Inc.

PO Box 910

Russellville, AL 35653-0910

Dear Cecil:

We look forward to meeting you at the ICBA National Conference in Phoenix. While
asset quality will be a top concern for most institutions in the coming months, we have
performed deeper analysis and identified the following as your Top § Priorities for
camings enhancement. We've also used our BancAnalyst® Financial online advisory tools
to quantify that these areas will contribute $3.37 million in camings enhancement for
your intuition.

CB&S Bank, Inc.’s Top § Priorities are:
Savings Account Pricing

Loan Volume

Staff Utilization

Staff Utilization

Demand Deposit Level

S =

Bring this letter to Booth# 513 to review your custom analysis and discuss with a Senior
Bank Strategist the details of your $3.37 million camings opportunity.

You will also have an opportunity to examine your bank’s custom market analysis which
supports decision making in critical arcas such as core deposit opportunitics, branch
rationalization, resource allocation, M&A evaluations, branch incentive plans, niche
banking strategies, targeted marketing programs and much more. Please contact Andy
Grinstead directly at andrew grinstead@fiserv.com or 800.846.6681, ext. 3244 if you
‘would like to set a specific time to meet at the conference.

Sincercly,

&0 e

Steven C. Cotton
President and Founder
Fiserv Bank Intelligence Solutions

P.S. Bancintelligence is now Fiserv Bank Intelligence Solutions (Visit us in
Booth# 513)

o LA™Y
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Making the basics sing.

= Conferences SCRATCH #)
MATCH  —
. Leverage endorsements to the

FOR A CHANCE TO
hilt

WIN $100
« Speaking

(5 WINNERS!)
- Creative direct mail to drive 22 weseaury:
booth traffic webEauity’

ALLL

sf WebEquity®
= = Lending

Bring this card to BOOTH 411

« Putting your best “foot” forward BT

IF you have two matches,
this card & pour ticket to enter

— who man’s your booth? o

March11- 15 Wequuit}.é
- Comvention Gemtec Hasnlle, TH Wk comt anbpity
» Diligent follow-up and

accountability
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But what about
2
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Referrals — what we know 1IS...

m Referrals

Programs usually do NOT work
Asking for the referral

Peer group invitations
Co-speaking engagements
Thanking your referral sources

Deliver a remarkable product
and service

Get focused. Drive revenue.

fhank you

for your referrals
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What about Social Media :

Twitter Facebook

Facebook voutube
flickr Linkedin Pinterest

YouTube Pinterest‘§
Google+ -

[

ujpajuti

VK
Badoo

pabbe|
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4 KEYS TO
SOCIAL MEDIA
ROI

Joe
Williamson

VP Product
Innovation

CBANC
Network




WHERE | GAINED MY INSIGHT

®" Turnarounds
Always a function of Marketing
Focus on Customers

=" Speak Social
Social Media B2B focused Agency
Grew and Sold

" CBANC Network

Social Applied to Banking
Closed Networks are the Future



MYTHS OF SOCIAL MEDIA

NOT Free

NOT Magic

NOT Game for Kids

NOT New



SHOULD YOU DO IT?

= What is “Social Media”?
Any digital means of connection

= Where are your customers spending their time

= Can you connect with them?

Facebook Blogs
Twitter Forums

LinkedIn Review Sites




SHOULD YOU DO IT?

= Does your Institution have a Social Media Presence?

All 37%

> 750m 60%

<250m 29%



SHOULD YOU DO IT?

= Should your Institution have a Social Media Presence?

RN
50%

18% 32%

> 750m 72% 8% 20%

<250m 43% 20% 37%




SHOULD YOU DO IT?

= Are you provided with any Social Media Guidelines?

mmm

18% 30% 48%
> 750m 29% 33% 62%
<250m 12% 27% 39%

‘No, no guidelnes af all.
2% !




4 KEYS TO SOCIAL MEDIA ROI

ESet a Clear Goal

m|gnore the Chaff

=Quality > Quantity

=DO YOUR JOB



1. SET A CLEAR GOAL

® Fuzzy Goals Create Fuzzy ROI

= Most organizations REFUSE to set specific goals

= Two Steps
Who is your Target Customer?
Where do you want to influence the Sales Funnel?



1. SET A CLEAR GOAL

= Who is your Target Customer?

® Questions to ask:
Where do they spend their time?
How do they make a buying decision?
What are their pain points?
Who do they trust?
What can you learn from LISTENING?
What can you learn from their BEHAVIOR?



1. SET A CLEAR GOAL

= Where do you want to influence the Sales Funnel?

= Examples:
Brand Awareness
Generate Leads
Validation
Education
Customer Service
Repeat Buy



1. SET A CLEAR GOAL: EXAMPLE

= Dodge Sienna Minivan

= Customer
Families
Mom makes most decisions
Dad can veto
Dad’s are vetoing Minivan Purchases

= Sales Funnel
Validation
Need for Dads to stop vetoing purchase



1. SET A CLEAR GOAL: EXAMPLE




1. SET A CLEAR GOAL: EXAMPLE

® CBANC Network Vendor Content

= QUALITY content
= 91 Downloads

P —
" Search Network

Remote Deposit Capture Risk Assessment (For 100 points
Customer, not Branch)

You or someone at your financial institution has

Provided By: Or-r Management, Ruth Razook already purchased this listing, click here to view
’ ' your purchases

Category: Back Office/Deposit Operations
Listing Type: Document (.doc)
Hours Spent: 1 hours

Related Topics

# of Pages: 16 Authentication Guidance - Sleeper
Date Added:  09/04/2009 Details

Purchases: 91

Rating:

Description

This is a Risk Assessment template for Remote Deposit Capture customers that may be able to be modified for Branch Capture.



2. IGNORE THE CHAFF

® Fuzzy Goals Create Fuzzy ROI

= All Numbers are NOT created equal
= Pay Per Click Campaign:

3 BT N T

5,000 $5,000
B 7,500 28 7 $3,500



2. IGNORE THE CHAFF

= Presidential Candidates Buy Followers

Caught Blue-Handed: Someone Is
Buying Mitt Romney

= Key Numbers:

L] L

Twitter Popularity
= 1,000,000 GREGORY FERENSTEIN ¥

Tuesday, July 31st, 2012 17 Comments
= 1,000

Not Possible

BOOD,000

700,000 /_v—_*—\

600,000 M’H

02 Jul 06 Jul 10 Jul 14 Jul 18 Ju 22 Jul 26 Jul 30 Ju



2. IGNORE THE CHAFF

= Look at who you are reaching

= Survey of 10 Twitter feeds of Banking Vendors

Total Followers 4,712

Bankers / Banks 6%
Vendors 13%
Industry 15%

Fake 52%



3. QUALITY > QUANTITY

®= Quality is in the Eye of the Beholder

= Quality content takes time

" Formula:
Insight
Introduction
Conversion



3. QUALITY > QUANTITY

= CBANC Network Backstage Pass

Compliance Program Structure - banks under $500 million FOLLOW THIS

We are a $225 million community bank with six branches located in the midwest. We currently have
one dedicated compliance officer and an internal auditor. We are working on a succession plan for
our compliance officer who plans to retire in the next two years or so. We would appreciate input
from banks up to $500 million regarding the structure of your compliance program. Do you have a
dedicated compliance officer; compliance council, any other compliance staff? Does the compliance
officer wear more than one hat? How much compliance is outsourced? Does your compliance staff
perform regular audits or do you rely on an outside auditor for regulatory compliance reviews?

12 answers

= Continuity Control

= Target Customer?@
® |[ncrease Validation?m



3. QUALITY > QUANTITY

= CBANC Network Backstage Pass

answer by @Continuity Control, Andy
Greenawalt

Your structure and challenges are very
common ones that we see all the time in
community banks. At $225M it's impossible to
afford the scale needed to keep up with the
increasing rate regulatory change, ever

incr ford to
mo he
bench strength needed to get ahead of the

issue. All of these issues result in a typical
community bank spending 15% more each
year with nothing to show for it. In looking at
the massive disadvantage community banks
face in being able to afford the drain of
compliance relative to the megabanks, it's clear
that the issue of HOW to do this work needed
to be reinvented.

At Continuity Control we've done exactly this.
By rethinking and re-engineering the
compliance process, huge improvements, cost

and ] ple
ter Introduction ive
business model to [eT community banks work

together with each other and our team of
experts in a way that the experts at IDC called,
"a breakthrough in how to think about
compliance”.

As you wrestle with your succession planning
issue I'd like to invite you learn more about

Cont ] re)
think Conversion -
hOW muc comp lance can be |mprove \,-’

rethinking it. You can register for it by visiting
www.continuity.net/rethink



3. QUALITY > QUANTITY

= Quality starts by adding value and insight

= Most Campaigns are just Introduction
Press Releases
New Hires
New Products

= Some are just Conversion
Sales
Product Specs
Click to learn more about our product... on our conversion page



4. DO YOUR JOB

= Superman is an Alien!

= Dachis Group Study of firms with “Successful” Social Presence

= Key Findings:
Median Salary of employee doing updates:
$114,750
Department with Most participants:
IT
Department with Expensive participant:

Innovation - $150k Median, $400k top



WHO'S RESPONSIBLE FOR SOCIAL BUSINESS? 488 ¢

Here are our key takeaways from The 2.0 Adoption Counall salary survey.

b =
SENIORITY DEPARTMENTAL VARIETY

With 94 member responses, our median salary landed While still well represented, [T departments are no
at 311 4,750 — Director level Note how the hottam area longer the sole purveyer (or gatekee per) for valuahle
of the chart s almost completely empty Translation productivity, knowled gesharmyg and intellectual
Warking on 2.0 imtiatives is not a “socal sandbox” for capital assets. Today 20 transfirmatxn i the large
m tire- Kickmg, groundswell, bw-keve employees enterpnse » farly dstnbuted throughout depart ments

Iﬂ 3 il MOMSUN 180
 — OVERALL MEDIAN SALARY: CORPORATE
‘ $114750 , COMMYNC ATIONS KNOWLEDGE 3
°° AN |4

R MIMAGEMENT
JPERATIONS nuu?gr\ 1e sa
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4. DO YOUR JOB

Social Media Job Functions:

Strategy
Writing
SEO
Engagement
Design
Analytics



4 KEYS TO SOCIAL MEDIA ROI

ESet a Clear Goal

m|gnore the Chaff

=Quality > Quantity

=DO YOUR JOB



Panel Discussion
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Andy Grinstead Doug McGregor Joe Williamson,
Senior Vice President, EBEC), VP of Product Innovation
Fiserv Bank Intelligence WebEquity Solutions and Interactive Marketing,
Solutions cbanc Network
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Best Lead Sources
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Customer Acquisition

e

critical3

Get focused. Drive revenue. marketing



Webinar Programs
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Search
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Content Marketing
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Marketing Disappointments
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Soclal Media
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Blogs
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Questions?

Julie Smith Lorie O’ Neill
404.873.6212 770.594.2366
jsmith@critical3.com loneill@critical3.com

e
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